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ANALYSIS 



FIELD OF THE INVENTION 

[0001] The invention relates to product data collection and analysis, and 

5 more particularly, to systems and methods for integrating a variety of data 
sources to provide product category management enabling retailers and others 
to make more informed decisions concerning the procurement, stocking, 
advertising and/or selling of various products. 

BACKGROUND AND SUMMARY OF THE INVENTION 

10 [0002] When you go to the supermarket or other retail outlet, you expect 

to find the products you want to buy. If a certain desired product is not on the 
store shelves, the customer is usually disappointed. On the other hand, 
overstocking can be inefficient and costly to the retailer. For example, food 
products can spoil, some products can go out of demand due to seasonal or 

15 market changes, and excess inventory can tie up capital and requires storage 
space. This places a tremendous burden on retailers to keep their customers 
happy by stocking all the products the customers may want to buy but without 
significantly overstocking and continually turning over inventory. 
[0003] An analysis known as product category management has been 

20 used in the past to help retailers solve such problems. Generally, product 
category management has endeavored to put the right amounts of the right 
products on the right shelves within a retail location at the right "everyday" 
price and promoted at the right time, price and type in order to maximize sales 
and efficiency. Historically, from the perspective of product distributors and 

25 manufacturers, product category management often involved getting as much 
of a particular product on the retailer's shelf as was physically possible. The 
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general thinking of the manufacturer and associated distributor was that so long 
as more of one's product appeared on the shelf, then more sales of that product 
would naturally occur. Account representatives would often compete with one 
another to try and better position themselves within a particular account to gain 
more shelf space or shelf volume within each retail site. Additionally, the 
retailer was generally likely more inclined to stay with traditional products and 
brands that were known as good or stable selling products. 
[0004] Sophisticated product management analysis has revealed that 

retailers staying with established stocks of products or manufacturers 
attempting to overload store shelves can actually lead to decreased product 
sales, diminished customer satisfaction and mundane appearance. This can 
result in declining revenue, profits and traffic for the retailer as well as 
decreased profits and sales for the manufacturers and distributors — sometimes 
straining the relationships between the retailer and manufacturer/distributor. 
Often, the retailer may not know or perhaps not realize that a combination of 
different products or even different product brands might yield better results, 
generate more sales and improve customer satisfaction with the retail 
establishment. 

[0005] There have in the past been efforts to provide more sophisticated 

product management techniques to take such effects into account. Such 
analysis has proven to be very useful to the retailer. For example, a retailer 
sensing that he or she was missing an opportunity might, if appropriate, 
increase the amount of cereal or snack products on the shelves of the store and 
even possibly increase the total number of brands that are available. If a 
retailer senses that sales of a particular product category are ahead of the other 
market segments, he or she might choose to add additional product of that 
particular brand to his or her shelves. 



[0006J However, there was a risk that increasing the total amount of 

product or types of a particular product (i.e. different sizes) might have the 
effect of actually diminishing the total available space for other products in the 
retail outlet. This situation could potentially have a significant adverse impact 
5 on the retailer. For example, customers might dislike the situation where 

many varieties of cereal or snack products line the aisles of retail grocery store 
shelves which can lead to inadequate choices for other types of foods. Most 
Americans generally want one-stop shopping, and will often begin using 
another retail outlet with more overall choice if they are disappointed more 
10 than a few times. Thus, effective category management was often found to 
require a more comprehensive solution, rather than this "hit or miss" type of 
, ; approach which could fail to meet its intended target. 

y [0007] In particular, a general mix of products -- including products that 

may be directly competitive to one another » can actually increase retailer 
f 1 5 consumer traffic and associated products sales and profits as well as assist in 

I J increasing sales of particular products for the manufacturer. Also, the ability to 

H be able to adjust product volume on retailer shelves during cyclic periods can 

l2 create additional benefits. For example, seasonally driven products can be 

given larger "shelf share" thus decreasing the carrying costs of inventory 
20 associated with seasonally slow products. In addition, product placement or 
product volume on the shelves can be tailored based on consumer traffic and 
the particular demographics associated with that traffic. For instance, where 
the traffic consists of shoppers 50 years of age or older, increasing health 
oriented products or categories will help drive sales. Where the consumer 
25 traffic comprises younger shoppers or shoppers with children, products having 
promotional offerings may be positioned on the lower shelves to catch the 
interest of children accompanying their parents in the store. 
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[0008] While retail mix analysis can thus be quite valuable, one of the 

problems with conducting such an analysis relates to the amount of data 
required from different sources. For example, it is possible to purchase or 
license useful data sets from a variety of sources including for example 
ACNielsen, Spectra Marketing, and others. Such databases like ACNielsen 
provides so-called consumer panel data that supplies consumer purchase 
information based on diaries and the like. ACNielsen also provides 
SCANTRACK and Market Dimension data sets that track consumer purchases 
in a given market through data collection based on in-store checkout scanners. 
Spectra Marketing provides demographic-based consumer information that can 
be used to develop sales and in-store marketing strategies. Some retailers also 
use planograms (i.e., graphical shelf space layout plans) to assist in retail 
product placement. All of these various data sources can be useful in product 
category analysis. Of course, for non- ACNielsen accounts different databases 
and data sources (e.g., internally developed data sources) could be used instead. 
[0009] With all of these various types of data being available, one of the 

problems with prior solutions was generally the large amount of time required 
to collect and sort data relevant to a particular retailer's product mix or other 
objectives. More sophisticated analysis generally requires more data inputs 
(e.g., demographics, product purchase patterns, etc.). Therefore, such efforts in 
the past generally involved time-consuming collecting and sorting of static data 
available from various sources (e.g., store checkout scanners, product category 
information, demographics information, etc.). This data was then painstakingly 
analyzed to generate reports showing the retailer information such as the 
average retail price of the product and generally the rate of sales occurring in 
other areas which may be geographically related to the particular retailer. 
[0010] The process of collecting, sorting and preparing the necessary 

data could often take anywhere from 40 to 200 hours. Because pulling data is 



so time-consuming, product category management analysts found they were 
spending most of their time just pulling data. Sometimes, this left insufficient 
time to analyze what the data meant, what action steps should be taken, and 
what areas required further analysis. 

[001 1] Additionally, the typically time-consuming data collection 

process would often tie up valuable marketing and sales resources. Sometimes, 
there would not be enough time to do the steps needed to create an appropriate 
report in time for a seasonal or promotional event in which a particular retail 
account may be interested in participating. It was sometimes even difficult to 
meet deadlines for a periodic account review ~ wasting opportunities and 
efforts. 

[0012] In addition, it was generally not possible to quickly integrate 

additional data sources or information into data collection efforts to provide a 
more comprehensive analysis because to do so would increase the time 
required. Thus, such efforts could often fail to identify targets, market or 
segment gaps or goals that a retailer should strive to achieve (and which may 
not be readily apparent). The resulting reports sometimes provided only raw, 
fixed numbers relating to actual sales, but with no breakdown or other detailed 
analysis (e.g., through demographic modeling) of how those sales were 
achieved or what benefit or trend those sales illustrated. Such reports were of 
only limited usefulness. 

[0013] A further complication is that many of the data sources are 

constantly being updated and changed. For example, data sources such as 
ACNielsen's, SCANTRACK data is updated monthly, Spectra Demograpic 
based consumer information is updated quarterly, Anilines every six months 
and on-going research updated periodically, and new data or category 
information is constantly being added from time to time to the particular 
database of interest. After such a monumental collecting and sorting effort, the 



ultimate report — even assuming it was available in time to be presented to the 
retailer ~ could easily be based on stale or out-of-date data or information. 
[0014] Obtaining access to data sources can sometimes also be a limiting 

factor. Often, access to certain data sources is provided only in connection 
with a license or other fees and charges. This potentially excludes smaller 
retailers from the participating in such data gathering exercises, due to the 
expense of such license or other user fees or charges. 
[0015] In addition, static data (such as that obtained from published 

sources) generally presented only a single dimension of a product category that 
may not be particularly relevant to the retailer. In fact, use of the data may 
further exacerbate the problem of diminished sales, depending on whether or 
not the particular retailer's problem are related to how the data was collected. 
[0016] For these various reasons, further improvements are possible 

desirable and necessary. What is needed is a system that is easily accessible, 
user friendly and is able to compile and integrate multiple often dynamically 
changing data streams quickly. In more detail, it would be advantageous to 
provide a product category management and analysis system that improves 
productivity, allows integration of data from various sources, and allows 
tracking of retailer progress after objectives and action plans have been defined 
(i.e., "score carding"). Such a system should preferably be capable of 
generating a coherent, tangible format that is capable of identifying market 
opportunities or gaps in a particular retail sector. Such a system would enable 
the retailer to increase profits and the manufacturer product sales and 
distribution to other areas heretofore not contemplated by the retailer. 
[00 1 7] The preferred illustrative embodiment of the present invention 

solves these problems and adds additional capabilities, including but not 
limited to automated analysis and access to reporting functions via desktop, 



intranet, local area network (LAN) and/or Internet-based data automation 
functionality. 

[0018] In more detail, a presently preferred illustrative system and 

method provided by the present invention relates to an automated system 
through which category data is complied and at least a partially customized 
report is generated based on the data/input that is received from multiple 
internal and/or external sources to create a unique output for the intended end 
user. The illustrative system is able to blend the data associated with certain 
customer demographics and/or shopping patterns along with the data that is 
either provided from commercial databases or available from internal or 
proprietary data warehouses, to produce a targeted opportunity assessment and 
market analysis that can be pursued for growth. The automated system of the 
preferred illustrative embodiment of the present invention is also able to 
populate areas of the report with stable category data, where such information 
is not provided by or for the retailer. This auxiliary data is still current and 
relevant to the retailer and the particular market segment or category that the 
retailer is attempting to exploit. 

[0019] One aspect of the present invention provides an automated 

category management tool includes a database having a plurality of distinct 
data sets, at least one of said data sets containing pricing information on 
consumer products. A first input module capable of receiving data from at 
least one of said data sets from an end user of said tool, provides end user data 
to said database to create a comparative analysis for the end user. A first 
output module displays the analysis of the end user data in comparative 
association with at least one of the data sets. The comparative analysis creates 
a category management plan to increase product sales. 

[0020] Another aspect provided by the invention provides a system for 

managing consumer product categories. A consumer product database 



provided at a first location contains variable retail data. At least one remote 
terminal is used for accessing the consumer product database. A central 
database has a pre-defined data set relating to certain consumer product 
categories. A communications arrangement connects the remote terminal to 
5 the consumer product database. The consumer product database provides 
category specific information to the remote terminal to create a marketing 
analysis for a retailer of products in the category. 

BRIEF DESCRIPTION OF THE DRAWINGS 

[0021] These, as well as other objects and advantages of this invention, 

10 will be more completely understood and appreciated by referring to the 
following more detailed description of presently preferred exemplary 
embodiments of the invention in conjunction with the accompanying drawings, 
of which: 

[0022] Figure 1 depicts the system architecture in a presently preferred, 

15 non-limiting illustrative embodiment of an automated category management 
system; 

[0023] Figure 2 shows an illustrative category scorecard; 

[0024] Figures 3 and 4 show illustrative computer display selection 

screens; 

20 [0025] Figures 5-8 show illustrative flowcharts; and 

[0026] Figures 9A-9F show illustrative output report segments. 

DETAILED DESCRIPTION OF THE PRESENTLY PREFERRED 
EXAMPLE EMBODIMENTS 

[0027] Figure 1 is a schematic diagram of a presently preferred 

25 illustrative exemplary embodiment of a category management system 5 

provided by the present invention. System 5 includes or has access (e.g., over a 
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local intranet, LAN or the Internet) to a number of data sources, and provides 
analysis and reporting processing to generate reports for delivery in hard copy 
and/or display form. Such analysis and reporting can be very useful in 
providing consumer assessment, product category assessment, pricing analysis, 
5 product placement analysis, product assortment analysis, category 
scorecardVtracking analysis, and other useful outputs. 

[0028] Figure 1 shows a consumer product database 10 representing a 

collection of data providing information on consumer product purchases. 
Consumer product database 10 may, for example, comprises a Market 

10 Dimension, SCANTRAK or other database collected by commercially 
available sources such as ACNielsen that tracks consumer purchases in 
particular retail accounts and associated markets based on checkout line, cash 
register scanner data or purchases made via an on-line store over the Internet. 
Alternatively or in addition, consumer product database 10 may be derived 

15 from other sources (e.g., sources internal to the manufacturer, retailer or 
distributor) that have been specifically created for a particular category or 
market niche. Consumer product database 10 may also include consumer 
demographic information obtained for example from Spectra Marketing, a 
division of ACNielsen that collects information on households, geographic 

20 distribution, cosmetic make-up etc. In the case of commercial databases, user 
licenses or other access fees or charges may be required to utilize the data. The 
commercial databases are typically regularly updated (certain categories may 
be updated monthly, quarterly or yearly while others may be done on less than 
an annual basis) and expanded depending upon subscriber needs or market 

25 conditions, thus ensuring time-currency of the data. 

[0029] In the illustrative embodiment shown, a second database 14 may 

provide information concerning different categories of products. In one 
specific illustrative and non-limiting example for use with grocery retail 



outlets, category database 14 provides seven different predefined product-based 
data sets: cereals, snacks, yogurt, popcorn, warehouse snacks, desserts and 
meals. Other example arrangements will provide other product and/or service 
categories (e.g., drug store retailers might require product categories based on 
5 products normally stocked by drug stores such as for example cold and flu 
medications, oral hygiene products, analgesic medications, etc.; camping 
equipment stores might require product categories particular to their trade, etc.) 
[0030J Further data sets 16, 18, etc. may also be provided if desired. For 

example, a shelf stock dataset 16 (e.g., planograms) might provide information 

10 concerning the items actually stocked on the retailer's store shelves; product 
mix data may be imported from other applications; and consumer demographic 
information may also be imported. Other data sources 1 8 can provide any 
number of different types of additional information for further analysis. 
[0031] In the example shown, an analysis and reporting processing block 

15 20 is coupled to the data sets 10, 14, 16, 1 8. The analysis and reporting block 
20 performs analysis on the various data sets, and generates associated reports 
as requested or required by an end user. End users communicate with the 
analysis and reporting processing block 20 via remote data terminals 12(1), . . ., 
12(N). In one example embodiment, the analysis and reporting processing 

20 block 20 is performed by software running on the remote terminals 12, and the 
remote terminal or input module 12 is able to access the commercial database 
10 and other data sets 14, 16, 18 over communication means 13, such as 
telephone lines, high speed ISDN lines, cable connections, a network such as a 
local area network, wide area network, the Internet, or any other technique for 

25 allowing data to be communicated from one point to another. In one example 
embodiment, the various data sets 10, 14, 16, 18 may be located in disparate 
geographical locations remote to one another and to analysis and reporting 
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processing block 20, and the analysis and reporting processing block reaches 
out over telecommunications infrastructure to access these data sets. 
[0032] In another example illustrative and non-limiting embodiment, the 

analysis and reporting processing 20 is performed on a server that accesses the 
5 various data sets 10, 14, 16, 18 via any convenient type of communications 
arrangement (e.g., the Internet or other network (LAN), dedicated or dial-up 
telephone lines, delivery of mass storage media, etc.), and the data terminals 12 
access the server via the Internet, LAN or other network 1 3 . For example, 
server 20 may comprise a web server, and terminals 12 may comprise web 

10 browsing appliances such as personal computers, set top boxes, or any other 
appliance with a display and a user input device that is capable of displaying 
and interacting with web pages. Other example arrangements use data 
protocols other than Internet protocols, such as protocols for a local area 
network or wide area network to provide communications between analysis and 

1 5 reporting processing block 20 and data sets 1 0, 14, 1 6, 1 8 and/or data terminals 
12. 

[0033] The preferred exemplary non-limiting but illustrative analysis and 

reporting processing block 20 includes a number of modules or cells that are 
used independently and together to process and analyze the data provided by 
20 consumer product database 10, category database 14, shelf stock data set 16 
and/or other data sources 18. In the example embodiment, such functional 
processing modules or other routines may include: 

• Consumer Assessment module 1 02, 

• Category Assessment 104, 
25 • Pricing Analysis 106, 

• Promotion Analysis 108, 

• Placement Analysis 110, 

• Product Assortment analysis 1 12, 
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• Product Mix analysis 1 14, 

• Merchandise Support analysis 116, and 

• possibly additional analysis 118 (depending on the desired 
output). 

[0034] In the exemplary illustrative embodiment, each cell or module 

(routine) produces a portion of a report output that may have separate sections 
or fields that can display both variable and non-variable data that is product, 
category or retailer specific. In the event that data specific to the customer is 
added to the system, the module or cell is capable of converting relevant data 
collected from the databases 10 and/or 14 (and other databases 16, 18) and 
extrapolating the relevant portions to create a retailer specific report for that 
module or cell. If no data relevant to the retailer is provided, then the module 
or cell in the illustrative embodiment goes to a default mode, collecting data 
from database 14 to populate that portion of the module or cell. Thus, system 5 
can provide reports that have more or less detail depending upon the amount of 
information that is available. 

[0035] For example, in one exemplary embodiment, certain reporting 

performed by analysis and reporting processing block 20 may rely on pre-run 
analysis performed by other applications. For example, in the illustrative 
embodiment, planogram (i.e., graphical shelf space layout) analysis is optional; 
if the analysis has been done by a conventional off-the-shelf planogram 
analysis package, then preferred illustrative embodiment analysis and reporting 
processing block 20 can take the results into account in its own analysis and/or 
report generation. Generally, planogram data is collected by shelf management 
specialists who work with the retailer to determine what constitutes or defines a 
shelf or product stocking areas, and which SKU's should appear on which 
shelves. In essence, the shelf management specialists develop a "picture" or 
composite of the shelf in the particular retail store or retail area. This allows 
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the retailer to track movement of products from the shelf (product volume) and 
determine profit/loss margins of the product and the category. As discussed 
above, the analysis and reporting block 20 can use planogram data to good 
advantage if such data is available from data set 16, but can proceed to generate 
5 highly useful reports even if such data is not available. On the other hand, if no 
planogram information or analysis is available, then analysis and reporting 
processing block 20 can proceed without it to generate a category management 
report that may not have all of the information as one which takes planogram 
information into account but which nevertheless provides very useful 
, a 10 information. 

- [0036] If the default mode is chosen in the illustrative embodiment, the 

O data is still relevant to the category or product so that the analysis can continue 

j* in identifying possible market gaps or opportunities for the particular retailer. 

For instance, the default data may be total product or category sales in the 
! ! 15 United States or regional sales such as sales in the Midwest. Other default data 

k* can be retrieved from previously created retailer profiles that have simply not 

|4 been updated since the last time the category management program was 

Z demonstrated to the account. The preferred illustrative embodiment thus has 

the ability to dynamically adapt to a variable number of different data input 
20 sources that may be present, include the additional associated analysis in 
generated reports if present, and provide standard or "default" (i.e., static) 
information if the associated data/analysis is not available. In this way, users 
of system 5 can automatically generate more or less detailed and analysis- 
intensive reports depending on customer requirements. 
25 10037] Referring still to Figure 1, in the example embodiment, the 

Consumer Assessment module 102 assists in making a determination of how 
the consumer traffic in the particular environment being studied align with 
other competitive stores as well as measures the traffic in connection with the 
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particular demographic to which the product category is targeted. The 
Consumer Assessment module 102 can, for example, report the amount of 
household penetration, the purchase cycle, the amount of money spent per visit 
and the number of units per trip and per buyer. 
5 [0038] In the illustrative embodiment, the Category Assessment module 

104 calculates the share of product being sold by the retailer as opposed to 
competitive retailers or some other component by which the retailer is being 
measured. 

[0039] In the illustrative embodiment, the Pricing Analysis module 106 

10 is able to provide the retailer with a comparison between the retailer's 

"everyday price" and promoted prices under varied merchandising conditions 
and those prices that are published by other retailers in newspapers or other 
advertisements. The retailer can then identify the possible success that a price 
reduction may have in connection with a product or category promotion against 
1 5 the price being charged in the store on a regular basis. 

[0040] In the example embodiment presented herein, the Promotion 

Analysis module 108 measures the effect that incentive based marketing or 
promotions may have on a particular retail account. For instance, a retail 
location that has significant family traffic may receive a larger benefit from 
20 promotional offerings on "kid" brands or larger sizes than those store locations 
with a more mature traffic. 

[0041] In the example embodiment presented herein, the Placement 

analysis 110 Assortment module spotlights locations on the shelf or store 
where a product may be better showcased or displayed. In addition, the 
25 placement analysis module 1 10 can suggest the amount of space a product 
should be given on a shelf in order to realize the benefit of any gap that has 
been identified by the system. 



14 



[0042] In the example embodiment presented herein, the product 

assortment module 112 identifies the problem on the shelf, such as whether 
there is enough product on the shelf in order to meet the projected demands of 
the consumer traffic that is expected to be visiting the store, or making the shelf 
5 more efficient, such as by putting products oriented or marketed at children on 
the lower shelve, or putting in gravity fed product dispensers so that when 
product volume on the shelf falls, the last few products remaining are not 
difficult to reach as the product is pushed forward by the dispenser. 
[0043] In the illustrative embodiment, a module 1 14 directed to Product 
10 Mix is included in the present system and is used to suggest additions or 

deletions of products, change the product mix on the shelf, or even change the 
size of the same product being offered, i.e. from a 14 ounce box of cereal to a 
20 ounce box. 

[0044] In the illustrative embodiment, the Merchandising Support 

1 5 module 1 1 6 indicates the success of promotions that have been offered in order 
to assist a retailer in identifying an opportunity or gap that could be pursued. In 
addition, the type of promotion can be tailored to the type of customer traffic 
that the store receives. 

[0045] Other modules 118 can perform additional processing as required 

20 by the demands of the account or inquiries of the client. 

[0046] In the example embodiment, a reporting/output block 1 14 

generates reports including various types of information. Such reports can be 
in hard copy form; and/or they can be interactive electronic documents such as 
web pages, spread sheets, PowerPoint® presentations or the like; and/or they 

25 can comprise electronic data files for further review, display, and processing by 
additional applications. An example report is attached to the end of this 
specification. In the example embodiment, as part of the reporting operations, 
the reporting/output block 1 14 creates a Category Scorecard, which 
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summarizes the possible opportunity, or gap that the retailer can pursue by 
making the changes in product or category suggested by the system and 
currently being stocked on the shelves of the retail outlet. The Category 
Scorecard can also be used for internal tracking by region for product 
distribution. In addition, the Category Scorecard provides a performance read 
which shows where the retailer scores relative to the national or regional 
performance levels of the same product grouping. See Figure 2 for an 
example of an illustrative Category Scorecard. Such a category scorecard is 
useful for allowing a retailer to understand the current category management 
situation and also to determine how the situation has improved some time after 
changes have been implemented. 

[0047] Additionally, the analysis and reporting processing block 20 in 

the illustrative embodiment uses automated analysis to generate "Observations" 
and "Implications" of the data that is collected and provides a summary of the 
particular data field being displayed. In the Consumer Assessment module 102 
for example, the Observation portion may detail the demographic information 
of the consumer traffic that a store or chain of stores regularly receives, i.e. 
families with children, affluent suburban shoppers, etc. Through use of the 
data, it can be determined whether there is a logical fit between the product in 
the particular category being analyzed, i.e. ready to eat (RTE) cereals, and the 
particular segment of the population that is visiting the store. For example, 
typically families with children are the type of demographic a particular retail 
outlet needs to have in order to concentrate on RTE cereals. An older 
demographic might concentrate on foods having a health benefit such as 
cholesterol reducing foods. Based on this data analysis, the retailer can then 
modify the mix of products in the store or adjust the various shelf allocations 
being given to the products currently on display. 
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[0048] In the Category Assessment module 104, the data may help the 

retailer determine whether a particular category is overdeveloped, that is, the 
retailer is experiencing better than average sales. In this particular instance, the 
illustrative embodiment can be used for example to target a subsection of a 
category where additional sales might be obtained while at the same time 
retaining better than average sales of the remaining products in the category. 
For example, the illustrative embodiment might be used to help identify that 
RTE cereals being sold to families with children is not meeting a predefined 
target or average and as such the retailer could add more products that are 
directed to children. 

[0049] The output generated by exemplary system 5 is preferably 

formatted to fit within a series of predetermined screens, templates or settings. 
For instance, the display can be set up so that the output is displayed with the 
logo of the manufacturer who is making the presentation, with the logo and 
colors of the retailer or in some neutral arrangement. The output may be 
presented in a PowerPoint® or Excel® program to facilitate the presentation of 
the material. The user of the system can change the order of the modules or 
cells for any particular presentation or remove certain modules or cells that are 
not deemed necessary. 

[0050] Figure 3 shows an example browser view that may be generated 

on terminals 12 to access system 5 on a desktop and/or over a network. As can 
be seen, a "click-on" menu of a comprehensive set of various tool options (e.g., 
business overview, category assessment, consumer information, baseline 
information, new product information, incremental analysis, distribution 
analysis, shelf management analysis, pricing analysis, frequency analysis, and 
effectiveness analysis) can be used to launch the functionality of system 5 
shown in Figure 1. In this particular illustrative embodiment, the phrase 
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"Quick Cat™" refers generally to functionality provided by illustrative system 
5 shown in Figure 1 . 

[0051] Figure 4 shows an example input screen that may be used to 

select different reporting options, and Figure 5 shows an example flowchart 
that a user may follow to select such options. In the example shown, the user 
may first select a category (Figure 4 field 150; Figure 5 block 250) from a list 
of displayed product categories (see discussion above). The user may next 
select account and market information (Figure 4 field 152; Figure 5 block 252) 
from, for example, the ACNeilsen Market Dimension database that may be part 
of data set 10 (in the example illustrative but non-limiting embodiment, dry 
grocery and dairy shares will be automatically populated if available, but other 
implementations with other requirements will use different categories). 
[0052] The example embodiment further allows the user to specify how 

he or she would like the data displayed (e.g., $ volume, units or EQUnits) 
(Figure 4 field 154; Figure 5 block 254). The user may also be given the 
opportunity to specify how pricing information is to be calculated (e.g., units or 
EQUnits) (Figure 4 field 156; Figure 5 block 256). The example embodiment 
then allows the user to select the number of months and period ending data for 
the analysis (Figure 4 field 158; Figure 5 block 258). As shown in Figure 4, 
additional options include specification of a destination for the output report 
(Figure 4 block 160), and a capability to import optional data input sources 
such as for example product mix export file, planograms and consumer data 
(Figure 4 block 162). Once the user has made the desired selections, the user 
selects the "run application" button (Figure 4 block 164) and processing block 
20 performs the appropriate analysis and generates the desired output report(s). 
[0053] Figures 6-8 are flowcharts of exemplary analysis steps performed 

by illustrative system 5. In the example embodiment shown in Figure 6, 
processing performed by block 20 can comprise: 
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• pricing processing 302, 

• product placement processing 304, 

• product assortment processing 306, and 

• score card processing 308. 

[0054] In the example shown in Figure 7, category management analysis 

processing can be performed by using a build features/display (block 310) and 
pricing analysis module 106 to perform an analysis 312 to identify a gap or 
opportunity (e.g., a particular product or class of products isn't selling as well 
at the retailer as the various geographical, demographic and other data would 
indicate it should be) (block 3 14). In the event that such a gap or opportunity is 
identified, the preferred example embodiment may generate a feature display 
(block 316) and provide appropriate pricing (or other) suggestions (block 318) 
that may improve the sales of that product or category of products. The 
process shown in Figure 7 can be iterated to provide further refined results 
based on different scenarios created by the end user interacting with the 
generated report. 

[0055] Figure 8 shows how identified gaps/opportunities (block 3 14) and 

feature display (block 316) may be used with product placement analysis 110 
and product assortment analysis 1 12 to develop a score card as shown in Figure 
2. 

[0056] Figures 9A-9F show exemplary illustrative report segments for: 

• consumer assessment (Figure 9A); 

• category assessment (Figure 9B); 

• pricing analysis (Figure 9C); 

• promotion analysis (Figure 9D) 

• placement analysis (Figure 9E); 

• product assortment analysis (Figure 9F). 
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[0057] As discussed above, in some cases these illustrative 

displays/outputs include fixed or static data in some areas based on more 
limited analysis due to unavailability of certain data. Additionally, these 
display formats in the preferred illustrative embodiment are interactive in the 
sense that a user can "click" on or otherwise select portions thereof and 
additional detail can be displayed in response to provide a targeted tactical 
drilldown. If desired, the reporting could be expanded for example to provide 
an executive summary of all priority categories. 

[0058] The information of the type shown in Figures 9A-9F may be 

provided in the form of interactive displays such as PowerPoint® or web page 
displays. In addition, system 5 may provide further detailed information in the 
form of electronic data files for printout and/or further analysis. Such data files 
could include for example: 

• detailed sales review on a product-by-product basis including 
for example total volume sold in US, retailer's market share, 
rest of market, etc. 

• detailed pricing analysis on a product-by-product basis broken 
down by the categories "non merch", "TPR", "Feature" and 
"Feature and display" and further broken down in each by 
"account", "market" and "index"; 

• a category management schematic overview (e.g., category 
sales amount, share of category sales in percentage, share of 
category profit, share of category unit movement, percentage 
of linear shelf space taken up by category, average shelf DOS, 
and Average Shelf return on investment); 

• best and worst weeks promotional review on a per category 
basis; 

• segment fragmentation analysis for each category; 
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account shopper profile information; 
competitive and consumption indices; 
demographic profiles; 
diminishing returns ARC; 
demand index; 

product mix optimization summary; and 
product mix add and delete summaries. 
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[0059] 



EXAMPLE ILLUSTRATIVE NON-LIMITING REPORT: 



Category Overview 



Category: READY-TO-EATV CEREAL 



Cereal is Big and Profitable with Upside Potential: 

* 87% of Consumers Eat Bireakfast 

• RTE Cereal has upside potential; it currently represents only 1/3 of all home 
breakfast consumption. 



Ready to Eat Cereal Category is Defined as: 

All Shelf Stable, Grain Based CereaiL Products Primarily Designed to be Consumetd Cold 
with Milk. ('Special Packs include Singlej/Variety/Mega SKU's) 



Source: ACNidsoi Mate St 



et Suucture& Consumer Preference Study. 19 



RTE Cereal is a Large and Profitable 
Category whose Subcategories Perform 
Various Strategies for the Rettailer 
Based on Consumer Purchase Behavior RTE 
Cereal Should be Leveraged as a Destination 



Gross $ Profit (Billions) 



0 HghCc 
0 HghCo 
a Ugh Purchase Frequency ... 



$77 Billion 
941.5% 
$778.95 
177.8 yr 



*i Characteristics... 

I Strengths 

(% sold in Grocery Channel) 

q Ability to Differentiate 

0 Profit Contribution 



High purchase fiequency and high consumer expenditures drive retailer traffic and ring- 
Source: SupemaiketBusiKssAnraalComiamerStudy; ACMietsenHH Panel 1997 
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Category Assessment 



Category: READ Y-TO-EA T" CEREAL 



READY-TO-EAT CEREAL Channel and Sub-Category Review 

• Total AH Outlet EQUnit Sales = 2,791,605,729 Trend: 0.9% 

• Account's READY-TO-EAT CEREAL EQUnit Sales=38, 194,3 1 1 Trend: -3.7% 





rK)ll«rS«lcs 




lOto.tSalu- - V.< l.m,, 


AH Outlets, 


$57,478,950,449 


(0.2) 




2,791,605,729 




-Grocay&SC**$2MM-r 


$S7,089,695,516 


(1.0) 




2,618,283,290 


(0.1) 


N assMerchExSC" 


I $305,342,313 


16.0 






19.3 


DregSt t - SIMt 


183,912,620 












S83.775.445 
:$126,479.033 


(7.1) 
(5.1) 




38,194,311 
56,603,858 


(3-7) 
(1.6) 



Observations Implications 

•READY-TO-EAT CEREAL in Mass Merch ]Ex SC** and 'Erosion from Traditional Grocery to Mass ; may be 
Drug Stores $1MM+ is growing. occurring. 
•READY-TO-EAT CEREAL in Grocery & SCO** $2MM+ 
is declining. 




Observations Implications 

•READY-TO-EAT CEREAL atHHMI iss performing -Opportunity exists to improve performance. Assess 

lower than the market baseline/incremental opportunities. Adjust ttaoties 

•AUFarmlyat«BBB*isperfonnmgloweirthanthe appropriately. 
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Category Assessment 



Category: READY-TO-EA 7T CEREAL 



Manufacturer Performance anid Planogram Review 



EQUnit Volumte Share of Category and Trend Results 




Observations 

•Kellogg's and GMI are driving 50.3% of the (category 'Assess READY-TO-EAT CEREAL te 

sales. opportunities at GMI. 
■GMI is declining at a faster rate than the marlket 
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Category Assessment 



Category: READY-TO-EAV CEREAL 



READY-TO-EAT CEREAL Opportunity Gap Analysis 

• Account's Dry = 63.7% 

• Category Dollar Market Share =6(6.2% 

• Total Category Surplus/(Gap): $3,208,300 

• Total Baseline Suiplus/(Gap): $1,7766,071 

• Total Incremental Surplus/(Gap): i$ 1, 442,229 



Isolate the Gap to identify opportunities in Baseline Business or Incremental Business. 

Total Category Opportunity Gap (0001's) Total Category Baseline /Incremental 

Opportunity Gap (000's)\ 






Account's; Share of Market ; 'Dollar Opportunity Gap (0%'s) fc ** ■ ' " 
Doiiar FQiIit - J M al I - Bflidine 'katek-fflii 




66.2 


67.5 




$3,208 


$1,766 


$11,442 


Adah 


611 


63.2 




($431) 


($723) 


$292 


- AilFamDy ^ " 

:< r - cm" 


66.5 


68.1 




$881 


$697 


$!183 


67.5 


68.5 




$2,453 


$1,546 


$5906 



Observations 

•The account is overdeveloped with its largest gap in Adult •The baseline gap may be the result of Distribution, Shelf 
and its largest surplus in Child. Management and/or Pricing activity. 

•The Adult segment has the greatest baseline vcolume 
opportunity. 
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Category: READY-TO-EATT CEREAL 

Consumer Assessment a,*— 



Everyone Buys Cereal, How They Buy Varies 

•94.5% Household Penetration 
•33% of Buyers Drive 68% of tine Volume 
•Cereal is an Expandable Consumable Category; 
"The More they Buy, the Miore they Eat" 
-Larger households 
-Middle to higher incomes 
-Households with the presence of kids 



Heavy Buyeir Impact 




Souice:ACNidseriHH Panel 1998 



Purchase Factors 

• Value 

•Price 

• Total Product Offering 

• Intended User 

• Flavor/Type 

• Taste/Health 

• Brand 

• Size 



Heavy Cereal Consumer (HH'sw/KMs) 
•1/3 of All Cereal Purchases are Impiulse 
•Purchases Cereal Every 2 Weeks 
•Variety is Critical 

•95 Pakcages per year 

•25 Different Brands 
•Cereal Consumers drive traffic 

•There is a big overlap between brandied, bagged and private 
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Strategies 



Category: REABY-TO-EAT CEREAL 



Profitable Volume Through llnnovative Strategies 



Focus on Innovation and Amy From Price 
Promotion Innovation gfHH 383^ Merchandising- 




Package Innovation' 



Profitable volume growth iis driven by manufacturer and retailer partinering 
to increase category performance. 













Traffic 


$ Ring 


Profit 


Health /Nutrition 


X 


X 


#** 


Family Fun 


X 


X 


#** 


Value 


X 


X 





* Profit will vary by Retainer. 
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Strategies 



Category: READY-TO-EA1" CEREAL 



Drive Profitable volume growth by utilizing the power of RTE Cereal.. 




Category Strategies 


Adult 


All Family 


Child 


EQUnit Sales for the Account 










Traffic Builder: Draws traffic to tl 
the aisle. 












csizeof the total 










register ring. 










Profit Generator! Increases category gross margin 
%, gross profit dollars, QMROI. 








Cash Generator: Increases the ca 
category, dept., or store. 


sh flow of the 








pressure from rival retailer's aggressive actions. 


















urgency or opportunity to the consumer. 

































Observations 
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Promotion Analysis 



Category: READY-TO-EAT CEREAL 




Effective and Efficient Promotion Drives Growth and Incremental 'Volume 
•1/3 of all purchases are irrapluse. 
•Cereal category generates; the second highest ROI. 




Increasing the number of brands 
displayed together drives category lift. 

Larger the brand mix, the larger the lift. 

52 week display critical to category 
performance. 

Source: ACNieken, Aoeount-Weel Analysis, 52 vifcs ending 4/ 1 1*8 



%BaseLbShr 
Displayed 

0.0-4.9 



5.0-9.9 
10.0-14.9 
15.0-19.9 
20.0+ 



% IRTE 
Category Lift 

13.1% 



266.5% 
30).7% 
35.9% 
365.7% 



Display in support of Feature drives more 
Incremental Dollar Volume than Feature 
alone. 

Quality Display support should be 
prioritized behind Child and All Family 
cereals as they are the largest segments. 
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Share of Incremental Voluime Promotion Effectiveness Indices 




•Continue to focus on Feature with Supporting IDisplay as 
the most efficient driver of volume. 
•Better use of Trade dollars will result in Profiteable 
Volume Growth. 
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Pricing Analysis 



Category: READY-TO-EA1T CEREAL 



Price is Only Part of the Strategy, Not THE Strategy. 



Excessive Discounts Do Not Drive: Significant Incremental Volume Gains 

| Cinnamon Toast CrumcA U oz, - 2/S4.00 vs. 2/SS.O0 | 



[■IncrEQCSalespertMMl 



Source: ACNidsen Study, 120 weeks ending 11 




Single Price Points are More Effective than Multiples When Feature Price is Less Than 

«/ P kg c3D 

[% Incremental Lift \ 



Single Price Point BMuliptes 




K IE 
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Pricing Analysis 



Category: READY-TO-EAT CEREAL 



Price Stasis: EQUnit 



•On average, the account's Nc-n Merch prices are lower 



Implications 

•Identify whether having comparable pricimg with the 
market is in alignment with accounts go to imarket strategy 
•Within Non Merch, the All Family segment hias the lowest -If % Lift on Feature & Display does not excceed market 
average price difference from the market. lifts, then adjust pricing accordingly. 

•On average, fee account's Feature & Display iprices are 



•Within Feature & Display, the Adult segmentt has the 

highest average price difference from the marlkeL 

•On average, the account's Display prices are Hiigher than 
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Placement Analysis 



Category: READY-TO-EAT CEREAL 



Section size is critical to Category Sales 

• Section size is directly linked to Total Store ACV, not center store sales. 

• To maximize sales in the RTE category, share of shelf should be proportiomal to dollar 
share of category. 

• Center set is the preferred ;set. 




Source: GM Control Store Tea 1996 




• Majority of out-of-stock are aoming from faster turning GM and Kellogg' s ]products. 

• GM and Kellogg's are under sspaced on the shelf 



• Purchase behavior suggests: shelving 
horizontally by cereal 
segmentadult,child and all family. 

• Adding a fourth shelf creaties "space" 
to add new variety. 

• Impulse purchases are increased with 
child cereals at kid's eye leweL 



Adult Cereals 



Child Healthy 



Child Sweet 



AU Family 



• Private label sales are 
dramatically higher when bags 
are not integrated into the 
section due to high interaction. 

• Bag cereal "share of space" is 



its "! 



xsof 



volume". 
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Product Assortment 



READY-TO-EAT i CEREAL 



Cereal Consumers Demand Variety 

• The level of variety-seeking behavior is the single greatest difference b 
and any other category. 

• Heavy buyers brand variety increases year to year. 

• Variety has three dimensions: Flavor/Type, Size and Price. 




After top 50 brands are on 
the shelf with Premier sizes, 
start adding second sizes. 
Multiple sizes become 
increasingly important and must 
be added at a greater rate as 
section size expands. 
Accounts stocking more second 
sizes have higher category sales 
rates. 

Maintaining this relationship 
maximizes total category sales 
rate. 

Source: ACNielsenMaiket Suuctui 
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Product Assortment 



Category: READY-TO-EA'W CEREAL 




RTE Cereal 


231 


100 


100 


14 


222 


100 


100 


5 


Adult 


52 


17 


22 




52 


18 


23 


1 


All Family 


45 


25 


19 


1 


45 


25 


20 


(o;o 


Child 


105 


56 


46 


5 


103 


55 


47 


2 


GMI 


47 


22 


21 


(1) 


49 


22 


22 


03 


Kellogg-s 


46 


28 


20 


(3) 


49 


27 


22 


(5J) 


Post/Nabisco 


29 


11 


13 


1 


31 


13 


14 


0 


Malt-O-Meal 


25 


9 


11 


5 


22 


10 


10 


3 


Quaker Box 


15 


6 


6 


I 


14 


6 


6 




Quaker Bags 


12 


4 


5 


2 


12 


5 


5 


2 


Ralston Other 


2 


0 


1 


0 


1 


0 


1 


0 


PL/GEN 


30 


18 


13 


3 


26 


15 


12 


2 


All Other 


24 


1 


10 


4 


18 


1 


8 


2 




•The Share of Sales for All Family and Child is greater 
than (heir Share of Items. 

•The Share of Sales for Adult is less than their ; Share of 
Items. 



•Does current product mix align with accouuits shelf 
strategies? Evaluate Plan-O-Gram and Procduct Mix to 
identify optimal SKXTs. 
•All Family and Child items are mi 
•Adult items are less productive. 



• Average* Items delated using %ACV - represents 1100% of SKUs 
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Category: SEADY-TO-EAT CEREAL 

Scorecard 
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Category: READY-TO-EAT CEREAL 

Category Assessment Addendum As±mmmm 



Innovation Drives Category Growth 

• Historically, Cereal Has Respontded to Consumer Innovation . 

• Recent Price Focus Depressed Category Sales and Profitability. 

• New Items shifted toward Price iSKU's. 




Source: Sami 87-88; ACNielsen 89-2000 | Category Sales +/- LY 



Future Category Growth will be Driven by Innovation: 



Product Innovation Add $ Ring with Premium, Organic, Health Bene:fit 

Package Innovation Drive efficiency with Re-Sealable Packaging, Snsick 
Size Pouch, 'Visible Value' 

Promotion Innovation Build Traffic through Continuity Programs, 
Family Fun/Entertainment 
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Category: READY-TO-EATT CEREAL 

Addendum *«*mmm» 
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Category: READY-TO-EAT' CEREAL 

Overall Observations a^— » 



Implications 
Action Steps 



•READY-TO-EAT CEREAL in Mass Merch Ex SC** 
and Drug Stores S1MM+ is growing. 
•READY-TO-EAT CEREAL in Grocery &: SC** 
$2MM+isde " • 



•READY-TO-EAT CEREAL alMM is 

performing to wer than the market 

•AH Family atCBHMi is performing lower than the 



•GNU is declining at a faster rate than me iruarket 



•The account is overdeveloped with its largesst gap in 

Adult and its largest surplus in Child. 

•The Adult segment has the greatest baselince volume 

opportunity. 



•READY-TO-EAT CEREAL indexes low alfHM 
Ml for Rural America shoppers. 

•READY-TO-EAT CEREAL indexes high atMBBt 
■•for Mid/Do wnscate Subs and Inner City shoppers. 



•Erosion from Traditional Grocery to Massi may be 



Implications 

-Opportunity exists to improve performancee. Assess 
baseline/incremental opportunities. Adjust: tactics 



•Assess READY-TO-EAT CEREAL 
baseline/incremental opportunities at GNU. 



•The baseline gap may be the result of Distribution, 
Shelf Management and/or Pricing activity. 



•Target Rural America shoppers to grow incremental 

•Capitalize on the strength of Mid/Downscaile Subs and 
Inner City shoppers. 



Implications 

•There is strong growth in incremental volurme relative to 'Due to 
the competition, driven by Adult. balance of m 



generates more volume than thie rr 
Feature & Display. 

^■■■m is shifting Merchandising doltars from TPR 'Better use of Trade dollars will result in Profitable 
to Quality Merchandising. Volume Growth. 



Implications 

•Continue to focus on Feature with Supporting Display 
* efficient driver of volume. 



•Feature and Display effective 
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Category: READY-TO-EA'.T CEREAL 

Overall Observations » 



Implications 
Action Steps 



•On average, the account's Non Merch pricces are lower -Identify whether having comparable priciing with the 

than the market market is in alignment with accounts go too market 

•Within Non Merch, the All Family segmemt has the strategy 

lowest average price difference from the rmarket -If % Lift on Feature & Display does not {exceed market 

•On average, the account's Feature & Displlay prices are lifts, then adjust pricing accordingly, 
higher than the market. 

•Within Feature & Display, the Adult segnnent has the 

highest average price difference from the market 

•On average, the account's Display prices aire higher than 



•Within Display, the Child segment has the: highest 
average price difference from the market 



•The Adult sub-category has the greatest variance 'Ensure Share of Volume versus Share of SKU's is 

between Share of Category Volume and Shiare of SKUs. aligned in largest sub-categories. 

Observation s rw,ua- Implications 

cames more items than &eMM| -Does current product mix align with accomnts shelf 

mmmmmmmm. average for RTE Cereal, strategies? Evaluate Plan-O-Gram and Product Mix to 

y carries a similar num ber of i(e:ms as the identify optimal SKU's. 

**^WiW^«BBMMM*: average fror all -All Family and Child items are more productive 

subcategories. -Adult items are less productive. 
•The Share of Sales for All Family and Chilld is greater 
than their Share of Items. 

•The Share of Sales for Adult is less than thceir Share of 



•The Child segment atNMM has the Hrighest -Evaluate opportunity to increase Quality Merchandising 

Quality Merchandising support support in other sub-categories. 

•Quality Merchandising Lift in Adult and All! Family is -Research the cause of lower lift in Adult amd All Family 

less than Child. merchandising -price, support type, etc. 
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[0060] While the present invention as described herein, including the 

exemplary embodiments are directed to categories primarily related to food or 
products found within a grocery store or warehouse club, it should be 
5 understood, that the present invention is applicable to a wide array of products 
such as personal care products; general merchandise such as toys, seasonal 
goods, sporting goods, apparel and footwear; specialty items such as hardware, 
arts and craft supplies; stationery and office supplies; pharmaceutical and 
healthcare products; horticultural and gardening supplies; alcoholic, carbonated 
10 and non-carbonated beverages; automotive products and accessories; furniture 
J- and house wares; and other consumer related products. Thus, while the 

;* : invention has been described in connection with what is presently considered to 

IV be the most practical and preferred embodiment, it is to be understood that the 

: / invention is not to be limited to the disclosed embodiment, but on the contrary, 

I 15 is intended to cover various modifications and equivalent arrangements 

T. included within the scope of the appended claims. 
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